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ABSTRACT 
Beef cattle are essential among Indonesian farmers as supporting assets and livelihood through cattle 
breeding especially for rural breeders with the most preferred breed is Indonesian Ongole cattle known as 
PO cattle. It is essential to analyze and determine the PO cattle rural breeders' income based on the 
marketing channel analysis. The study aimed to determine the marketing channel's efficiency and the PO 
cattle rural breeders' income. This study site was Bojonegoro regency, stipulated as The National 
Agricultural Site of beef cattle commodity in the East Java Province. Ninety-three respondents were 
chosen based on a stratified random sampling of marketing channel stakeholders. This is a quantitative 
descriptive study with a cross-sectional survey method. Marketing channel analysis and marketing 
efficiency analysis compare with the PO cattle price level using descriptive statistical analysis. The result 
shows six marketing channels involve in delivering PO cattle to the last consumer as beef meat. It can be 
concluded that the fourth marketing channel is the most efficient marketing channel that gives the highest 
income for PO cattle rural breeders.  
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INTRODUCTION  
The animal husbandry sector, especially 
beef cattle commodities, plays essential roles for 
Indonesian livelihood by passive income support 
as agricultural subsistence and saving asset. Beef 
cattle are believed among Indonesian farmers as 
living assets to support their livelihood. Therefore, 
beef cattle also an important agribusiness 
commodity like other agricultural commodities. 
As living assets, the beef cattle are mostly 
managed for breeding purposes along with their 
local wisdom of the indigenous beef cattle.  
The Indonesian indigenous beef cattle are 
an adaptable and high fertility breed, the primary 
rationale for breeding purposes. One of the 
indigenous beef cattle breeds for breeding 
purposes is Indonesian Ongole crossbred 
(Peranakan Ongole in Indonesian, with 
abbreviation PO) cattle (Kusdiantoro et al., 2009). 
Since the Indonesian government stipulated as the 
indigenous beef cattle breed, the term Indonesian 
Ongole (PO) cattle can be used. PO cattle develop 
as the most preferred breed for breeding practices 
among Indonesian farmers. Nowadays, PO cattle 
is the most popular beef cattle breed in Indonesia, 
spread out almost all over Indonesia, especially in 
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This PO cattle distribution is based on the 
long history of Ongole cattle introduced and 
developed many centuries ago all-around 
Indonesia. Especially in Java Island, PO cattle is 
the most preferred breed since this breed is well 
known and developed in the central area of Java 
Island (Astuti, 2004). One of this area is in 
Bojonegoro regency (it was part of the Madiun 
residence), which is known as "the eastern 
development area" of the Ongolization program in 
the Dutch period, as one of the success stories of 
the Ongolization program besides the southern 
development area in Kebumen regency area 
(Barwegen, 2005).  
The Dutch chose these areas based on the 
population, and the Ongole crossbred adaptable, 
which have been developed from generation to 
generation, based on their roughly crossbreeding 
with Java cattle (Sutarno et al., 2015). It indicates 
that the Ongole was developed in rural areas and 
became part of the farmers' livelihood as beef 
cattle breeding. It is supported by abundant natural 
resources carrying capacity for their feed in their 
ecosystem.  
Those histories affect the current condition 
that the PO cattle population mostly still grows 
well in those areas. This growth, along with the 
farmers' preferences of PO cattle used for beef 
cattle breeding becomes the resource of the 
livelihoods' passive income through agricultural 
subsistence and saving asset status (Widi et al., 
2015). Thus, beef cattle breeding mostly 
developed in smallholder farmers, whose main 
characteristics are that the number of livestock 
remains very limited and the input technology 
content is low (Lestari et al., 2015). The ownership 
of one to six cattle for each household can be 
classified into small-scale cattle breeding as 
economically oriented. Elementary profit 
calculations and technical inputs have been 
implemented at this level (Soetriono et al., 2019). 
It is essential to conduct an in-depth study 
on the small-scale cattle breeding profit 
calculations and technical inputs in the rural area 
based on the market analysis. The market analysis 
is chosen according to the base characteristic of 
the small-scale cattle breeders that use the market 
price as their indicator to sell their cattle to collect 
their income as their need. The beef cattle market 
price is depended on the marketing channel. The 
long marketing channel means many participants 
are involved, which implies the farmers' income as 
the beef cattle breeder. The breeders may not share 
value with cost (Alamsyah et al., 2015; Ashari, 
2018). Different marketing channels used by 
producers lead to differences in product prices and 
profits (Tsourgiannis, 2008; Ng'eno, 2016). These 
considerations lead the market analysis based on 
each marketing channel's efficiency, affecting the 
small-scale cattle breeders' income. Therefore, it is 
essential to conduct an in-depth study on the 
small-scale cattle breeders' income, especially for 
PO cattle breeders in the rural area as "their home 
ground" in the Bojonegoro regency. This study 
aims to determine the PO cattle breeders' income 
based on each marketing channel choices' 
efficiency in the rural area of Bojonegoro regency. 
METHODOLOGY  
This study was conducted in Bojonegoro 
regency rural area as one of the National 
Agricultural Site for beef cattle commodity, 
especially for PO cattle as stipulated in Indonesian 
Ministry of Agricultural decree No. 
356/Kpts/PK.040/6/2015 and known as one of the 
Ongolization program areas in the Dutch period. 
Tambakrejo district, Sekar district, and 
Kedungadem district were chosen as purposive 
sampling method based on the highest PO cattle 
population represented the rural area of PO cattle 
breeding. Slovin's formula was used to determine 
the respondents, and 93 respondents from those 
districts, 31 respondents from each district, were 
chosen by using stratified random sampling based 
on experienced PO cattle breeder, PO cattle 
breeder-trader, and trader.  
This is a quantitative descriptive study with 
a cross-sectional survey method combined with 
triangulation (semi-structured questionnaires, 
focus group discussions, and key informant 
interviews) (Cresswell, 2014). Audiovisual 
documentation and the collection of official 
documents are performed to obtain 
complementary data. All collected data were 
entered, refined, and processed with the SAS 9.4 
program for statistical analysis. According to 
national currency fluctuations, the actual 
expenditures in 2020 are quoted in Rupiah per 
kilogram (Rp/kg). 
This study data analysis based on the PO 
cattle marketing channel chart, which is traced 
from the breeders to consumers, then analyzed 
descriptively. The marketing efficiency analyzed 





Where ME = Marketing Efficiency (%); TMC = 
Total Marketing Cost (Rp.); and TPV = Total 
Product Value (Rp.). Decision-making criteria: (1) 
ME of 0-5%, then marketing is said to be efficient; 
(2) EP is greater than 5%, so marketing is 
inefficient.  




RESULT AND DISCUSSION 
This study is classified the respondents into 
three stratifications: experienced PO cattle breeder, 
PO cattle breeder and trader, and trader. Sixty-six 
experienced PO cattle breeders are categorized as 
PO cattle breeders who have done PO cattle 
breeding for more than five years in this study. 
Twenty-two respondents who were PO cattle 
breeders and traders were selected for this study. 
The last stratification is five traders selected as 
respondents in this study. In this study, the traders 
were categorized as local traders and inter-district 
traders; none were regional traders or exporter, 
with their basic characters are shown in Table 1. 
Table 1 describes that respondents represent 
the rural livelihood, even as breeders or traders. 
Table 1 proved Soetriono et al.'s (2019) statements 
that beef cattle breeding mostly done in rural 
livelihood leverage. At this level, the beef cattle 
business flow with the accessibility capacity of 
stakeholders, as stated by Soekartawi et al. (2011). 
The essential accessibility capacity for rural 
livelihood, especially for the rural breeder, is 
market accessibility. It is shown from the 
marketing channel of PO cattle in this study, as 
described in Figure 1. 
Figure 1 describes six marketing channels 
of PO cattle that deliver from the rural breeder to 
the last consumer as meat consumer. These 
marketing channel choices depend on the market 
accessibility, physical terms as road, 
transportation, location, and economic terms as 
trader, butcher, or direct consumer access. In this 
figure explain that no direct channels from rural 
breeder to the meat consumer. This is related to the 
Indonesian government regulation to produce 
quality beef meat, which is slaughtered in a legal 
slaughtering house, while only the butcher is 
allowed to slaughter in that place. Trader and 
butcher in this study could exist more than one 
stakeholder, which is defined as area coverages of 
trader and butcher but did not impact the price in 
rural breeder level. Fattening institution term used 
to represent farmers individually or groupie who 
held the cattle fattening program in 4 to 6 months, 
and the feedlot company involved. In this study, 
all stakeholders in those marketing channels are 
chosen by the rural breeder, but there is no 
specialization for one channel. The rural breeder at 
least ever chooses three different channels for their 
marketing channel choices as their experiences 
depend on their need and easiest access. 
The first channel describes that PO cattle 
deliver from a rural breeder through trader, animal 
market, butcher, and meet the meat consumer. In 
the first channel, the price in rural breeders 
determines by the trader through floating market 
price information. In this first channel, the trader 
charges the animal market cost to the rural breeder 
by reducing the price.  
The second channel is the direct channel 
from rural breeders to the animal market. This 
channel is not a favorite among the rural breeders 
because of "the cheated price" and higher 
marketing cost. The cheated price often happened 
when they sold their cattle individually in the 
animal market, related to the lower level of 
bargaining position among the marketer and trader 
in the animal market. The higher marketing cost is 
because they must spend more on marketer and 
transportation cost, while no significant difference 
in the market price level.
Table 1. Respondents' basic characteristics 
No. Characteristics Total Percentage (%) 
1. Education level: Elementary School Level 50 53,76 
2. Identified generation group: Gen X 45 48,39 
3. PO cattle ownership: Owner 52 55,91 
4. Capital ownership level: below Rp. 50.000.000, - 39 41,94 
5. Business involvement: all family member 83 89,25 
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The third channel is the direct channel 
from the rural breeder to the butcher. This 
channel was related to the rural breeder's 
consideration in their festive season and the 
butcher's access to the rural breeder in family 
relationships or friendship. Based on those 
considerations, the price at the rural breeder level 
has no significant difference with the market 
price and even lower. 
The fourth channel explains that the rural 
breeder through the trader directly distributes to 
the butcher based on pre-order agreement. To 
meet the pre-order deal, the trader usually uses 
the regular market price and even increases the 
price courageously from the rural breeder if they 
meet PO cattle specification as mentioned in the 
pre-order agreement. 
The fifth and sixth channel describes the 
fattening institution's existence as a part of the 
channel as additional production actor to meet the 
beef meat consumer need. The fattening 
institution needs the live cattle dominated by 
steer to do the fattening program for 4 to 6 
months before slaughter. In the fifth channel, the 
fattening institution gets the steer from the rural 
breeder through the trader. Still, in the sixth 
channel, the fattening institution gets the steer 
from rural breeder directly with terms and 
conditions apply as their agreement. Comparing 
both, the sixth channel is more rarely the chosen 
of rural breeder marketing channel because of the 
difficulty of meeting the fattening institution 
need, especially in amount and frequency terms. 
Review of all the marketing channels in 
this study known that the rural breeder's critical 
consideration to choose their marketing channel 
is access and information. Most comfortable 
access and updating information of the market 
price is essential to justify their marketing 
channel choice. Trader and fattening institutions' 
existences are not their obstacles, and precisely 
became their support to get the most comfortable 
access and updating information of the market 
price to sell their PO cattle. In comparison, 
marketing efficiency and the margin as their "real 
income" have never been analyzed and 
considered. 
Table 2 shows that the fourth marketing 
channel gives the highest net profit for the rural 
breeder, based on the highest-grade PO cattle 
market price. This selling price is used based on 
these three levels of price, in which each price 
level has one million gaps. 
The fifth and sixth channel's selling price 
is different because the selling commodity is PO 
heifer, which the market price cheaper than PO 
cattle market price. The gap between the market 
prices is used for the trader to reduce the price as 
"the compensation price" for the market 
accessibility term. The fourth channel is not 
applicable because the trader has a pre-order 
agreement with the butcher, which means no 
marketing cost.  
The gap in marketing cost shows in the 
second marketing channel in Table 2. This gap 
describes that the second channel needs more 
marketing costs because rural breeder sold their 
PO cattle directly to the animal market. Other 
channels spend marketing channel for additional 
expenses, such as village or farmer group 
retribution and social cost. This marketing cost 
complements the total product value as rural 
breeders' expenses. 
Total product value is counted from the 
total cost of PO cattle breeding held in four years, 
as an average of breeding time length in this study. 
Total product value in this study consists of 
buying price and breeding cost. The average 
buying price was Rp. 9.000.000, reckon the 
younger age also consider the price gap within 
years. The breeding cost counted every day with 
the average value in this study was around Rp. 
1.700 per day, composed of feed cost, health cost, 
and overhead cost. The average feed cost is Rp. 
200 per day, relate to the traditional method used 
for feeding by using cattle herded in the grazing 
yard or forest in their surrounding neighborhood. 
For health cost, the rural breeders spend their 
expenses for helminthic and vitamins third times 
in a year which the cost Rp. 180.000 per year or 
Rp. 500 per day. Overhead cost used in this study 
consists of national health insurance (BPJS) for 
the rural breeder, electricity stall, mobile phone 
pulse and internet quota, and gasoline in breeding 
utilities, which total cost 3.600.000 per year or Rp. 
1.000 per day.  
Based on those costs and the selling price, 
income for rural breeders can be counted and 
shows in Table 2 that the fourth channel gives the 
highest income compared with the rest of the 
channels. This gap provides a non-significant 
effect between each channel.
 




Table 2. Rural breeder income in each marketing channel 
No. Item 
Marketing Channel (In Million) 
1 2 3 4 5 6 
1. Selling Price (Rp)* 15,00 15,50 15,00 15,50 14,00 14,00 
2. Total Marketing Cost (Rp) 0,10 0,50 0,10 0,10 0,10 0,10 
3. Total Product Value (Rp) 11,50 11,50 11,50 11,50 10,50 10,50 
4. Income (Rp) 3,40 3,50 3,40 3,90 3,40 3,40 
Note: * The highest-grade PO cattle price of the local market price in 2020. 
 
Table 3. Rural breeders' marketing efficiency in each marketing channel 
Item 
Marketing Channel  
1 2 3 4 5 6 
Marketing Efficiency/ME (%) 0,87 4,35 0,87 0,87 0,95 0,95 
Status  Efficient  Efficient  Efficient  Efficient  Efficient  Efficient  
 
It is proving that is why the rural breeder 
never used one marketing channel to sell their PO 
cattle. The rural breeder chooses the marketing 
channel to depend on their need and most 
comfortable access. This phenomenon is 
interested in conducting a further study based on 
marketing efficiency. 
Table 3 shows that all marketing channels 
are efficient according to the decision-making 
criteria (ME value range: 0-5%). This result 
supports the phenomenon that rural breeders 
never used one marketing channel to sell their PO 
cattle. This efficient marketing status is based on 
the lower price of Total Marketing Cost (TMC) 
used, according to the traders' service in the cage 
dealing. Because of this service, the rural breeders 
use a mobile phone to contact the trader, and then 
the trader will come and do the transaction dealing 
(in front of the selling cattle). Lasaharu et al. 
(2020) stated that marketing efficiency factors are 
total of marketing margin, marketing cost, and 
marketing institution involved. In this study, for 
the rural breeder, only one marketing institution is 
involved in all the marketing channels to 
determine the selling price from them. It is 
rational that all the marketing channels are 
efficient.  
The highest value shown in Table 3 is the 
second channel with 4,35%. This value is still an 
efficient range. This value proves that this is not a 
favorite among the rural breeder because of "the 
cheated price" and higher marketing cost. This 
evidence is an anomaly to the animal market 
function, as the trader and breeder's meeting point 
is the win-win price consideration for both. The 
most efficient marketing channel is the first and 
fourth channel, as the lowest value of ME in this 
study (0,87%) and the most prefer PO cattle rural 
breeders' choice. 
CONCLUSION  
This study can be concluded that the fourth 
marketing channel is the most efficient marketing 
channel that gives the highest income for PO 
cattle rural breeders. This study also shows the 
advantages of using the traditional methods for 
their income and indigenous knowledge for their 
market channel consideration, which is highly 
recommended to digitalized market information 
access as the easiest and broader access.  
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